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OOBEeKTOM JTaHHOW AMIIIOMHON pabOThl BBICTYMAeT MHCTUTYT KOMMEPUECKOH
pexiambl. [IpeamMeTom qaHHON MUIIIIOMHOM paOOTHI SIBISIFOTCSI OCHOBHBIE TE€HACHIIUU
pa3BUTHSI MHCTUTYTa KOMMEpPUYECKOW pekjiaMbl B Menuacpene. Llenapto paboTh
ABJISIETCA TEOPETUKO-METOMOJOTUYECKUN AaHAIU3 OCHOBHBIX TEHACHUMU DPa3BUTHUSA
WHCTUTYTa KOMMEPYECKOU PEKIIAMBI B MEUACPELE.

B nanHOW nMIUTOMHBIM paboTe OBLT MPOBEACH COLMOJOTMYECKHA aHaIu3
OCHOBHBIX TEHACHIMN Pa3BUTUS HHCTUTYTa KOMMEPUYECKOW pPEKJIaMbl B MEIUACpeIe.

3HAUUMOCTh JUIUIOMHOM pPaOOThl 3aKIIOYAETCSd B AHAJINW3€ OCHOBHBIX
TEHJICHIIUM PAa3BUTHS WHCTUTYTa KOMMEPYECKOM PEKJIAaMbl, HA OCHOBE KOTOPOIO
MOXHO pa3paldoTaTb pPEKOMEHAALMH JJI JAJIbHEUIIEro W3y4YeHHs] BIUSHUSA
MHCTUTYTa KOMMEpPYECKOM peKJIaMbl Ha MOTpeOUTenedl B paMKax MacIITaOHBIX
COLIMOJIOTUYECKUX UCCIIETOBAHUN.
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The object of this thesis is the Institute of commercial advertising. The subject
of this thesis is the main trends in the development of the Institute of commercial
advertising in the media environment. The aim of the work is a theoretical and
methodological analysis of the main trends in the development of the Institute of
commercial advertising in the media environment.

In this thesis, a sociological analysis of the main trends in the development of
the Institute of commercial advertising in the media environment was carried out.

The significance of the thesis is to analyze the main trends in the development
of the Institute of commercial advertising, on the basis of which it is possible to
develop recommendations for further study of the impact of the Institute of
commercial advertising on consumers in the framework of large-scale sociological
research.



